This paper presents the findings of an exploratory study of web based marketing (WBM) usage predictor variables in the context of micro and small-scale enterprises (MSEs). By means of a cross-sectional field study, a structured questionnaire was used to elicit responses from 267 enterprises situated in the South East Region of Nigeria. The main rationale for this study is to provide a vivid description of pertinent variables that are most likely to influence an enterprise's consideration of the relevance and/or implementation of WBM. Against this backdrop, the authors used the decision tree classification technique of data mining to build a predictive model. One of the interesting findings in this study seems to show that service-oriented enterprises that have a social media presence and are equally headed by highly educated women have a higher proclivity of engaging in WBM. By and large, our findings provide an understanding of idiosyncratic factors that impact on WBM non (usage) by enterprises. Lastly, our findings have implications for practitioners and policy makers in developing countries, particularly that of Nigeria.
Introduction
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ic potentials in the developing world owing to the fact that they are constantly confronted with a myriad of challenges such as lack of slack resources, limited access to finance, lack of skilled manpower, and limited marketing with technological expertise.
Against this backdrop, we argue that for MSEs to possibly realize their market potentials in our contemporary world, they would have to come to terms with the forces of globalization and most notably catch up with the fast pace of Internetization (Abouzeedan, Klofsten & Hedner, 2013; Etemad, Wilkinson & Dana, 2010) . Recently, it has begun to dawn on MSEs in developing societies that they could as well leverage on online platforms to conduct seamless business transactions with their end-consumers given the rise of online shopping malls (such as Alibaba in China, Lazada in South East Asia, MercadoLibre in Latin America, GTBank SME MarketHub in Nigeria, etc.) in some of these developing countries. In today's competitive business landscape, it behoves on firms irrespective of size and location, to tap into the huge potentials of the electronic marketplace. Hence, web based marketing serves as a strategic lever for any enterprise that seeks to gain global market appeal, increase its customer relationship performance metrics and overall market potentials, as well as its visibility in the marketplace (Bengtsson, Boter & Vanyushyn, 2007; Trainor, Rapp, Beitelspacher & Schwillewaert, 2011; Tsiotsou & Vlachopoulou, 2011; Varadarajan & Yadav, 2002) .
Consequently, web based marketing within the confines of this study includes the usage of Internet-based platforms (e.g., emails, corporate websites, social media sites, third-party eMalls, etc.) to promote enterprises' product/service offerings, build brand image, and ultimately to build and strengthen an enterprise's relationship with relevant stakeholders (most notably potential/existing customers with suppliers). In addition, web based marketing might equally entail the capacity of an enterprise to sell its products directly to consumers through the aforementioned Internet platforms. In such an instance, it may involve either cash or non-cash based electronic transactions. However, the scope of the present study does not take into cognizance sophisticated Internet marketing tools such as search engine optimization (SEO), search engine marketing (SEM), and location-based service (LBS) given that a majority of MSEs operating in developing countries hardly make use of these sophisticated tools.
Despite the limitless marketing opportunities inherent in the online marketplace, we would like to stress that due to limited Internet infrastructure and its attendant effect of higher service charge for Internet subscription in most of the developing countries and more specifically that of Nigeria; web based marketing (WBM) may appear as a luxury for MSEs rather than a necessity. More so, as earlier highlighted, a majority of MSEs in the developing world, and particularly that of Nigeria are often confronted with all sorts of contextual issues (e.g., technological, organizational, and environmental factors- Tornatzky & Fleischer, 1990) especially when it comes to the usage of an innovative marketing technology, particularly that of, WBM.
Most importantly, the main rationale for this paper is to provide a more vivid description of variables that may possibly impact on whether or not an enterprise considers the implementation of WBM as a necessary strategic marketing lever for achieving a competitive edge in the marketplace. In the light of the above, this study seeks to address some of the contextual relevant factors that are most likely responsible for the (non) usage of WBM by MSEs that are situated in one of the economic powerhouses of the African continent. More specifically, this study seeks to answer the following research questions: In order to achieve our primary objective in this study and coupled with the fact that our research is primarily descriptive and exploratory in nature, the decision tree classification technique of data-mining approach is used. The basis for using a decision tree analysis is to ascertain the various kinds of relationships that may possibly exist in our sample data. Put differently, we have opted for the use of decision tree since we are actually interested in predicting probable factors that are responsible for the usage of WBM among the aforementioned enterprises. More so, we believe we could learn more from the dataset by using decision tree as the predictive model taking into account that a decision tree is a form of multiple effect analysis that is capable of handling various levels of data measurement (SAS Support, n.d., p. 8) . By and large, we believe that by using the decision tree model in this study, we could possibly arrive at new and important findings. This is arguably the first study in a Sub-Saharan African country that would be using this particular technique in the context of firm-level data, particularly MSEs.
Decision tree classification is a process used to partition data into units of smaller divisions on the basis of nodes and leaves (Quinlan, 1987) . The nodes serve as predictors to the variable to be predicted and the leaves describe the portions of the variables that are aligned to the predicted variable. Decision trees serve as a decision tool in a tree-like manner or in the form of a flowchart of decisions with events and likely outcomes based on probabilities. More so, decision tree has been proven to be more robust than regression analysis given that it is more efficient in handling missing data, non-parametric data and together with its ease of comprehensibility, which is often times aided by means of graphical illustration(s) (Chen, 2009; SAS Support, n.d.) .
In sum, we expect that the findings of the study will provide further insights on the (non) usage of WBM by MSEs in the developing world, especially in the Nigerian context. Therefore, the findings will add to our understanding of the idiosyncratic factors that impact on WBM non (usage) by MSEs in the context of a less technologically advanced society yet one with huge market potentials.
Overview of Related Studies
Previous studies show that micro, small and medium-scale businesses' use of the World Wide Web in today's fast-changing and highly globalized marketplace could to a great extent serve as an enabler of competitive advantage for these enterprises (Davis & Vladica, 2006; Lange, 2003; Lewis & Cockrill, 2002 , Poon, 2000 , and invariably immensely contribute to their market (or brand) visibility (Handayani & Lisdianingrum, 2011; Osakwe, Chovancová & Agu, in press, Worldbank, n.d.) . Some studies even posit that the adoption of WBM is a necessity for all growth-aspiring small enterprises, including micro-enterprises that aim to survive their intense business environments (Awiagah, Kang & Lim, 2015; Lefebvre & Lefebvre, 2002) .
Goodman (2003) examined the benefit which wine industry derives from using the Internet and observed that the internet was heavily under-utilized to capture value for the industry, particularly in the area of revenue generation. On the other hand, his paper indicated that the usage of WBM offers enterprises in the industry a low-cost channel strategy through which these enterprises can stimulate demand for their products, especially when their products can be directly sold to the end-consumers; thereby eliminating disintermediation which could be cost-savings for the firms in the industry. In sum, the author concluded that the usage of the World Wide Web for marketing purposes by small wine industries provides an avenue for these firms to widen their market base and eventually increase their revenue streams.
Similarly, Mathews and Bianchi (2010) observed that the intensity of WBM usage positively correlates with marketing performance of about 96% of the small Australian firms that were covered in their empirical study. From their study, they concluded that the use of websites, email, online advertising and marketing led to increased sales from new customers in both existing and new markets. Since the Internet is one of the most important tools for promoting small, medium and micro enterprises (SMMEs), Govender (2013) tried to ascertain the extent to which the World Wide Web was being used by these SMMEs. It was observed that they were using online directories, social media and e-mails for their promotion mix strategy, but only to a very limited extent.
Notwithstanding the advantages and/or business opportunities that come with the use of WBM, it is evident that due to the inadequacies of most MSEs in developing economies, these enterprises are currently struggling with the initial phase of WBM adoption (Shemi, 2013 (Molla & Licker, 2005b) .
In this study, and as earlier stated, we have chosen to use a decision tree classification technique for our empirical analysis. Decision trees are simply visual models that can be applied in varied situations. In formulating decision trees, various impact related variables are analyzed, using previously built in models that are related with testing data to predict future events (Smith & Tansley, 2003) . Decision trees are used to predict probable outcomes, such as forecasting company's future, customers' intentions and likely decisions (Potter & Potter, 1988; Fayyad & Irani, 1992; Hampson & Volper, 1986) .
Decision trees remain one of the main multi-criteria decision analysis tools used in modelling data for decisions. The tool is also used to predict likely decisions and outcomes of certain events using training and testing data (Friedl & Brodley, 1997) . Assumptions are eliminated in decision tree classification, unlike traditional supervised classification processes and are intuitive because of the explicit structure for classification.
Decision tree classification techniques have been applied in various fields. Hampson and Volper (1986) applied decision trees in structuring and training linear function neurons in biology, Friedl and Brodley (1997) used decision trees to classify land cover from remotely sensed data while Hautaniemi et al. (2005) modelled a signal response with decision tree analysis. Tso and Yau (2007) also predicted the consumption of electricity using decision trees while Goodwin, Wrights and Philips (2004) analyzed management judgments using decision tree classification. Similarly, Delina and Tkáč (2010) used decision tree analysis to model trust building mechanisms for electronic business networks and their relations to eSkills in an SME setting.
In addition to the decision tree model, we equally used a multivariate visualization technique, that is, the Andrews' plot. Andrews' curves (plots) are high dimensional data plots that provide a (simultaneous) view of the complex relationships that may exist in a dataset (Andrews, 1972; Spencer, 2003) . For detailed information on Andrews' curves, please refer to these studies (Garcia-Osorio & Fyfe, 2005; Moustafa, 2011; Khattree & Naikb, 2002; Spencer, 2003) . By and large, we strongly believe that using a decision tree classification together with the Andrews' plots will aid us in drawing more robust conclusions from the selected MSEs in our study. Thus, the expected findings will provide some in-depth insights on the (non) usage of WBM by MSEs.
Methodology
Structured questionnaires were self-administered to MSEs that indicated interest to participate in the survey. Given the difficulty of obtaining a reliable sampling frame of our target population, we opted to make use of convenience sampling. With the aid of some field assistants, data collection phase was carried out between June, 2014 and October, 2014. The main variables in our research instrument were respondents' gender, academic qualifications, industry type, whether the enterprise is currently using WBM or not, whether the enterprise has the technical/technological expertise to use WBM, access to reliable, relevant and accurate information, and whether WBM is deemed to be necessary for the enterprise marketing activity. Some of the questions were anchored on a 5-point rating scale ranging from strongly disagree to strongly agree. In order to elicit accurate responses from the concerned enterprises in our study, the questionnaires were filled by any one of this set of senior executives -business owners, managing directors, and managers. Hence, MSEs' executives occupying these job positions serve as our key informants in this study. In all, a total number of 267 MSEs situated in the South East Region of Nigeria participated in the study. To ensure that our respondents understood the meaning of web based marketing, we provided a 'clear-cut' definition of the term in the questionnaire. This was done in order to ensure the face validity and to some extent the reliability of the measurement instrument.
In accordance with the World Bank's classification of MSEs, we group MSEs in our study as enterprises employing between one to forty-nine employees.
We used the RapidMiner data mining tool in modelling the decision trees as well as the creation of Andrews' plots. Three decision tree models are presented to identify the key predictor variables that are of concern in taking up WBM by MSEs in Nigeria.
Research Findings and Discussion

Analysis of Summary Statistics
A summary of responses from the 267 MSEs from Nigeria is presented in Figure 1 . Most of the key respondents in the study were males with the majority having a first degree qualification. Many of the selected MSEs in our study were from the service sector with manufacturing representing the least responses.
The embrace of social media by MSEs in Nigeria appears to be on the increase. Out of the 267 MSEs, 155 have a social media presence while 112 do not have. Revealing in the statistics was that the majority (147) of the MSEs in our study do not use WBM of any form. Although the majority does not use WBM, 243 out of the 267 MSEs accept that WBM is very necessary for the growth of their businesses and equally to gain a competitive edge in the marketplace. The rest of the statistics are depicted in Figure 1 .
Figure 1: Summary Statistics
Andrews Plot Analysis
Andrews' curves (plots) are high dimensional data plots (Andrews, 1972 ) that provide a simultaneous view of all variables used in the analysis. The colours signify, within a scale of alternatives, the alternative that is outstanding in the responses to a particular variable, the flow of responses and display outliers in the data. The Andrews' plots have been used in this paper to classify responses into groups that is convenient for decision tree analysis. In the plot, responses in one group are seen in the same pattern with similar curves. The curving nature of the plots depicts similar responses in different patterns.
In Figure 2 , an Andrews plot is created for responses on the variable Is WBM necessary for their enterprise activities? The majority of respondents with a code of 2 for Yes, agree that WBM is very important. Not so surprisingly, some respondents do not agree that WBM is necessary while the lower part of the plot signifies that WBM may even be necessary for the few enterprises that felt otherwise. Perhaps, for these enterprises, it is suggestive to say that WBM might not be compatible with their current business modus operandi, so they might even become resistant to the idea of using WBM as part of their business operations. As indicated in the summary statistics, the Andrews' plot confirms that most of the MSEs are currently not using WBM. As seen in Figure 3 , with code 1 representing No and 2 representing Yes, more respondents signify that WBM is currently not being deployed in their enterprises. It could be visualized that spotted respondents agree that their enterprises use WBM. 
Decision Tree Model Analysis
The decision tree classification was applied on three separate bases. The study sought to find out the best predictor variables in considering whether WBM is necessary, whether the company is currently using WBM and whether technical/technological expertise is key in WBM. The three decision tree classifications for the label variables of the models are presented and analyzed below.
In Figure 5 , the tree sought to create a model that will predict the responses from respondents, whether WBM is necessary for their enterprise activities? The tree indicates that social media presence is the best predictor for the label variable (whether WBM is necessary?). When the response to social media presence is No, the next predictor variable is to determine the particular industry the MSE belongs to. When the industry is Services, the next predictor variable is to identify the academic qualification of the respondents in their enterprises. Furthermore, gender appears to serve as a good predictor variable most especially as it applies to the post-graduate qualification of the respondents in the study. The result is suggestive that the more educated women folks in the service industry are highly likely to use leverage on the power of the social media for promoting and/or marketing their service offering. This particular finding is in line with a recent study on the increasing usage of social media usage among women entrepreneurs (Ukpere, Slabbert & Ukpere, 2014 ).
On one hand, when the response to social media presence is Yes, the next variable of interest is yet academic qualifications. It is interesting to note that respondents with basic, first degree and postgraduate academic qualifications all appear to agree that WBM is relevant (necessary) as long as an enterprise has a social media presence. On the contrary, when an enterprise does not have a social media presence, key informants with basic and first degree holders seem to indicate that WBM is not a necessity. The full tree description is as shown in Appendix A. Thus, the findings suggest that firms with a social media presence are more likely to perceive WBM as one of the relevant channels they could use to market their products. This finding provides support for prior studies on the impacts of online social networking platforms in the context of entrepreneurial marketing (e.g., Indrupati & Henari, 2012 ).
Figure 5: Decision tree model for whether WBM is relevant (necessary) to an enterprise
The best predictor variable to predict whether access to reliable, relevant, timely and accurate information is the bane in the usage of WBM by the selected MSEs in Nigeria is whether WBM enhances and improves business (see Figure 6 ).
If the response to the best predictor value is Agree, then aggregately, the prediction is that access to reliable, relevant, timely and accurate information is key to the usage of WBM. If the response is Disagree, the next predictor variable to investigate is the response to whether WBM requires slack financial resources to be able to use and maintain it. As seen in Figure 6 , the Disagree response further allows the investigation of government facilitating roles as the next best predictor variable. When the response to government roles is Disagree, then there is an outright disagreement that access to reliable, relevant, timely and accurate information is key to WBM usage by MSEs.
However, if the response to government roles is Agree, then social media presence as the next predictor variable is investigated. With a Yes response to social media presence, the response to access to reliable, relevant, timely and accurate information is in the affirmative, while a No response gives a negative prediction to the label variable. Kindly refer to Appendix B for the tree description of Figure 6 . To predict whether technical/technological expertise is key in WBM by MSEs in Nigeria, the best predictor variable to consider is the response to the requirement of financial support to use and maintain WBM. The response to this predictor variable leads to a host of a lineage of other variables, whether the response is Agree or Disagree as shown in Figure 7 . It could be observed (see Figure 7 ) that variables such as skilled staff and whether WBM enhances and improves business, feature prominently in the two branches of the tree.
Furthermore, when the response to the best predictor variable as shown in Figure 7 is Disagree, the response to the next predictor variable (WBM enhance and improve business) is Dsagree, a Yes response to the next predictor variable (currently using WBM), then there is an outright prediction of technical and technological expertise not being necessary for undertaking WBM in the context of MSEs in Nigeria.
However, if the response to the predictor variable (currently using WBM) is No, the response to the next predictor variable (Need for skilled staff in WBM), is further examined. Kindly refer to Figure 7 for further details of the final prediction to the label variable of the necessity of technical/ technological expertise in WBM. See also Appendix C for The full tree description of Figure 7 . In sum, the findings show that financial and technological resources play instrumental roles in either the decision to use and/or consideration of the relevance of WBM to meeting the need of an enterprise. These findings provide further support for previous studies (e.g., Molla & Licker, 2005a , 2005b Nejadirani et al., 2011) . 
Summary and Concluding Thoughts
In this paper, an attempt has been made to identify relevant predictor variables for web based marketing usage in the context of MSEs situated in one of Africa's largest economies. Based on our findings from the three decision tree classifications (see Figures 5, 6 and 7 respectively), key variables that appeared to be salient in enterprises undertaking WBM in Nigeria are social media presence, the role of government in enhancing WBM, and the knowledge coupled with an understanding of whether WBM enhances business performance or not. These variables are grounded, from the decision tree classifications above, in enterprises currently using or predicted to use WBM for competitive advantage.
One of the novel findings in this study appears to show that service-oriented enterprises with a social media presence and that are equally headed by highly educated females are more likely to use online social media (e.g., Facebook, Twitter, Linkedln, Instagram, etc.) to market their professional services. Hence, this goes to show that the highly educated female business owners (and/or senior managers) may perceive social media as not only a social interaction platform, but also as a strong and compelling market platform for an enterprise to enrich its customer-base and/or enhance its brand image in the marketplace.
A majority of the enterprises irrespective of their industry types concur that WBM is relevant to their marketing activities given that it has the potential of enhancing their business performance. Notwithstanding, a majority of these enterprises are yet to implement WBM as reflected in Figure  1 . It is also stated that MSEs that are willing to commit their financial resources to the usage of WBM as well as enterprises with skilled management staff are more than likely to perceive WBM as a competitive marketing intelligence tool.
We suggest that policy makers in Nigeria should come up with solutions that can make Internet services much more affordable and reliable as well as the provision of regular power supply. This would go a long way in supporting enterprises with the ambition of leveraging on the World Wide Web for both marketing and non-marketing activities.
The role of the government of Nigeria as well as other developing countries cannot be underscored given that the government must be seen as one of the key drivers of the Internet economy. The authors strongly believe that the fundamental role of government as an enabler of the Internet marketplace is strongly linked to the growth of web based marketing adoption by enterprises in the global economy. Moreover, for MSEs in Nigeria to actualize their growth potentials and become 'regionally' competitive in the African business landscape, leveraging on WBM must be seen as a necessity.
Lastly, we acknowledge the fact that our sample size may be relatively small; consequently we were unable to split our dataset into training data and validation data. Nonetheless, since this is an exploratory study, our findings provide room for further research. Future studies should explore the marketing factors and/or strategic orientations that can contribute to the usage of WBM by MSEs in the developing world, especially those in the African continent. On the whole, we believe that the results of this study to an extent reflect a holistic view of some of the likely key variables that are influencing the (non) usage of WBM among MSEs in Nigeria. To conclude, this paper has provided further insights on some of the relevant predictor variables of web based marketing (non) usage by MSEs in Nigeria. 
